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ABSTRACT 
Piracy is a severe problem worldwide and the common perception is that it is increasing 
(BSA, 2001). However, it is virtually impossible to find accurate statistics to substantiate 
these perceptions because of the clandestine nature of the activity. This study aims to discover 
the non-price factors that affect the consumer purchases of pirated VCDs. Four variables 
namely, attitude towards piracy, value consciousness, social influences and product attributes 
were examined. A convenience survey of consumers in the northern region of Peninsular 
Malaysia suggested that consumer purchase of pirated VCDs is directed by value 
consciousness towards the product. Therefore, the high price differential between pirated 
VCDs and originals is still a consideration when purchasing a pirated VCD. 
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1. INTRODUCTION 
In Malaysia, the optical media products industries lost RM 3 19 million in 1999 due to this 
problem, which is ranked as number one in Asian countries (Business S o h a r e  Alliance- 
BSA). Although the government, under the Ministry of Domestic Trade and Consumer 
Affairs (MDTCA), has implemented strict preventive action to curb piracy and counterfeits, 
the pirated versions are still easily available in the marketplace. However, the factors that 
motivate consumers to buy pirated versions are still being debated. The government claims 
that the purchase of pirated items is because of a consumer's personal attitude. On the other 
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hand, Recording Industry of Malaysia (RIM) and other non-government organisations (NGO) 
blame it on the high price of originals. Do consumers really buy pirated VCDs due to the 
high price differential of originals or is it a matter of attitudes, product attributes and other 
non-price factors? 
The general objective of this study is to examine factors that motivate purchase behaviour 
of pirated VCDs. The main objectives of this study are to examine the relationship between 
attitude towards piracy and purchase percentage of pirated VCDs, to investigate the 
relationship between product attributes (which include durability, physical appearance, 
quality, perceived risk) and the purchase percentage of pirated VCDs, to determine the 
relationship between value consciousness and purchase percentage of pirated products, and 
to examine the relationship between social influence and purchase percentage of pirated 
VCDs. 
In this study the focus is on the demand side of the marketplace, i.e. the consumer. The 
researchers wish to investigate how consumers behave towards piracy and examine factors 
that motivate them to purchase pirated VCDs. For the purpose of the study, only known 
purchasers of pirated VCDs were examined. Consumers who did not realise that they were 
buying pirated VCDs were assumed to be deceived by suppliers. This fraud could be 
examined in another study. 
11. LITERATURE REVIEW 
Consumers who knowingly purchase counterfeits may have favourable or positive attitudes 
towards counterfeited goods. They buy counterfeit products just for the sake of owning 
certain goods, the ownership of which makes them belong to a certain social status, because 
they are unable or unwilling to pay the price for genuine items (Wee et. al, 1995). Another 
perception among consumers who buy pirated goods is that counterfeiting is a soft crime 
and socially acceptable in 'sharing' principles of Asian region (Cordell et al., 1996). 
Customers will seek the highest value of each market offering. They may value the product 
in terms of the benefits they gain by using the product relative to the cost of acquiring it. 
Usually, customers will set the best value which combines some target combinations of 
price and quality (Cordell, 1991). Customers who are willing to collaborate with counterfeited 
products of piracy are therefore willing to tolerate the quality issues. These customers may 
not expect a high quality product of the counterfeit version compared to the original. 
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Therefore, consumers who think themselves as wise shoppers will select a counterfeit product 
over a genuine product when there is a price advantage (Dodge et al., 1996; Bloch et al., 
1993; Tom et a]., 1998). 
Ang et a1 (2001) describe this matter as value consciousness. Value consciousness is defined 
as a concern for paying the lower prices, subject to some quality constraints (Lichtenstein et 
al, 1990). The significant higher price differential between pirated the version and originals 
seems to be a good reason why consumers prefer to buy pirated products. The pirated products 
can cost as little as RM5 to RMIO per copy for a CD or VCD compared to the originals 
price of RM 14.90 to RM39.90. 
Ang et a1 (2001) suggest that the intention to buy pirated products is also driven by social 
influence. Peer pressure is one of the determinants of intention to buy counterfeits. Nancy 
(1999) states that people are most likely to engage in illicit behaviour if there is peer pressure 
to do so. They are less likely to purchase an illicit product if they are alone or with someone 
who is not engaged in illegal behaviour. The study done by Lin et al(1999) indicates that 
both executives and colleagues play an important role in influencing information system 
professionals to commit this crime. According to the study, higher level executives and 
colleagues' opinions and practices affect the behaviour of information system professionals 
in terms of using the counterfeited version of software. 
Physical appearance is important evidence to distinguish the originality of the product. In 
the case of pirated optical media products which include VCD, CD and software, the physical 
appearance of the printing on the CD or VCD, the image of the product and the content 
itself (looks like the original item) are vital in consumer decision. Bush et al(1989) conclude 
that the physical appearance of the counterfeits is much more important to the buyer than 
the long run product quality. 
Greenberg et al(1983) demonstrate that consumers pay more attention to product attributes 
such as durability and reliability in making the decision to buy a fbnctional product. Contrary 
to this finding Wee et a]., (1995) conclude that whether the counterfeit product is perceived 
to be of comparable durability compared to its original, it is not the issue that determines 
the buyer's intention to purchase counterfeit products. 
Perceived risk is a central construct in marketing that consumers seek to reduce uncertainty 
and unfavourable consequences of purchase decisions (Bauer, 1960; Cox, 1967). Normally, 
consumers will rely on the physical appearance, durability and quality of the product to 
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determine the risk associated with the product. For the purpose of the study at hand, only 
two dimensions of perceived risk were considered. Financial risk (represented by the actual 
price paid by the consumer) and performance risk (represented by the likelihood that 
something will go wrong with the product). 
Cordell et a1 (1996) suggest that consumers may depend on both intrinsic (quality) and 
extrinsic (performance) factors associated with products before buying them. According to 
these authors, the better the expected hnctional performance, the more likely the consumer 
is to buy the counterfeit version. Prendergast et al. (2002), indicate that the big spenders on 
VCDs have put three important criteria in their purchase behaviour in relation to pirated 
VCDs: price, support by VCD machinelplayer and quality, compared to the small spenders 
group. In addition, Wee et al (1995) concluded that perceived quality of the counterfeit 
items has the most significant effect on the subjects' purchase intention. As the subject 
perceives the quality of the counterfeit items to be comparable to the original, the subject's 
intention to purchase will increase. 
111. METHOD 
Self-Administered Questionnaire 
The questionnaire consisted of Section A: the general information of consumer purchase 
behaviour of pirated VCDs; Section B: attitudes towards piracy, value consciousness, social 
influence and product attribute measurements and Section C: demographic profiles of the 
subject. Most of the questions are in 5-point Likert Scale. Category and dichotomous scale 
are used widely especially in Section A and Section C. 
Selection of the Sample 
The population under study consisted of consumers in the northern region of Peninsular 
Malaysia. Consumers, especially teenagers were chosen because they were considered mature 
enough to make their own decisions. Two hundred and fifty (250) questionnaires were 
distributed to subjects based on convenience of respondents (who had knowingly purchased 
pirated VCDs) while they visited the shopping malls in Alor Setar and Sungai Petani in 
, Kedah and Perai in Penang. The reasons for selecting the sample are due to the easy access 
of pirated VCDs in the respondents' area and that the subjects are potential and active 
market players in terms of spending money on entertainment. 
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Pre-testing Questionnaire 
Pre-testing the questionnaire was conducted in UUM. Fifly (50) students were selected 
6om the Faculty of Business Management. Self-administered questionnaires were distributed, 
based on the convenience of both researchers and respondents. 
Development of Measures 
Most measures were either adopted from a previous study or developed specifically for the 
authors' research. The measure of product attributes, attitudes towards counterfeits and 
demographics were constructed by combining the scales of Wee et a1 (1 995); Nancy (1 999); 
Greenberg et a1 (1 983); Rahim et a1 (2000) and Ang et a1 (200 1). Measures on social influence 
and value consciousness were developed by modifying the scale ofAng et a1 (2001 ), Nancy 
(1 999) and Lin et a1 (1 999). 
Conceptual Model 
For the purpose of the study, a theoretical framework was developed to guide the research. 
This framework (Figure I) is an extension of the model by Wee et a1 (1 995) and incorporates 
the model developed by Ang et a1 (2001). 




Social Influence - Pirated VCDs Purchased 
1 Product Attributes I-' 
Figure 1: The Conceptual Model 
Based on the conceptual model, it is hypothesised that: 
H,: Attitudes towards counterfeiting will have a significant relationship with the 
percentage of purchase of pirated VCDs. 
H,: Value consciousness will have a significant relationship with the percentage 
of purchase of pirated VCDs. 
H,: Social influence will have a significant relationship with the percentage of 
purchase of pirated VCDs. 
H,: Product attributes will have a significant relationship with the percentage of 
purchase of pirated VCDs. 
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IV. FINDINGS 
For the purpose of the study, 180 out of 250 questionnaires were processed for analysis. 
Thus, the response rate is high at 72 percent. The other 70 questionnaires were considered 
as damaged or incomplete by the respondents. The respondents' demographic profiles are 
shown in Table 1 in the appendixes. 
The findings from the regression analysis show that the model provides a little support for 
any ofthe hypothesised relationships, i.e. HI, H,, H,, and H,. Furthermore, the model explains 
very small variance in the ultimate dependent variable, the percentage of purchase of pirated 
VCD i.e. only 16.5 percent. 
It is noted from Table I1 (in appendixes) that attitude towards piracy displays an insignificant 
relationship to the percentage of purchase of pirated VCDs with beta coefficient of 0.027 
(p<0.05). The coefficient indicates that attitude towards piracy has little effect on the 
percentage of purchase of pirated VCDs. Thus, the result does not support HI. These findings 
are inconsistent with the previous study which indicates that attitude plays an important 
factor that affects a consumer who is involved in such misbehaviour (counterfeits purchase 
behaviour) (Anget al., 2001 ; Lin et al., 1999; Cordell et a]., 1996; Wee et al., 1995). Contrary 
to expectations, consumers' attitude toward piracy is not an important factor to affect a 
consumers purchase of pirated VCDs. This implies that, whether consumers have a favourable 
or unfavourable attitude toward piracy, its will not affected the percentage of pirated VCDs 
purchased. 
For H,, value consciousness seems to have a positive significant effect on the percentage of 
purchase of pirated VCDs at 0.05 level with beta coefficient of 0.246 (p<0.05). Thus, the 
greater the level of value consciousness of the customer, the higher the percentage of pirated 
VCDs bought by the customer. The value consciousness in the study at hand, works closely 
with value for money. Thus, it refers to the selling price of the pirated VCDs. The cheaper 
the product is, the more value gained by the customer. Therefore, the finding is consistent 
with Nancy (1999) who found willingness to buy is negatively associated with the selling 
price of the counterfeit goods. The finding is also consistent with Ang et al(2001), which 
indicates that the response towards counterfeit goods is also directed by the value 
consciousness of the individual. In addition, evidence has also shown that when a counterfeit 
product has a distinct price advantage over a genuine product, consumers will select the 
counterfeit product (Bloch et al., 1996). 
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For H,, social influence fails to show a significant relationship with the percentage of purchase 
of pirated VCDs with beta coefficient of 0.069 @< 0.05). This finding is inconsistent with 
previous studies by Nancy (1999) and Ang et al. (2001). Both researchers suggest that 
consumers will buy more or be involved in the misbehaviour if there is an influence from 
relatives or peers. Thus, consumers' involvement in the purchase of pirated VCDs was not 
influenced by others. In this case, generally, consumers' purchases of pirated VCDs may be 
directed by their own motive and not due to influence of friends or other relatives. Whether 
the consumer is alone or with someone while making a purchase is not an issue that influences 
the percentage of pirated VCDs purchased. 
In the case of &, product attributes are also assumed to play an important role in influencing 
consumer's purchase of pirated VCDs. Based on the regression analysis result, none of the 
items tested is significant, and thus does not support the hypothesised relationship developed 
in the study. The factors such as durability, product risk, quality and physical appearance 
are insignificantly at the 0.05 level with beta coefficient of 0.138 @==. 123), -0.061 (j~O.779, 
0.040 (p=0.665) and 0.045 @=0.555) respectively. All the relationships show very weak or 
no relationship with the percentage of purchases ofpirated VCDs. The results are consistent 
with the previous study by Wee et al(1995) that suggests product durability and physical 
appearance are not determinants of intention to purchase pirated products. However, the 
author indicates that, comparable quality of pirated and originals is a factor that affects the 
consumers' decision to buy pirated products (0.284, p<0.000). In conclusion, the model 
suggests that the percentage of purchases of pirated VCDs is a fiction of value consciousness 
(0.246, p<0.050). 
V. MANAGEMENT IMPLICATIONS 
From a managerial perspective it is important for those with authority to focus on motivating 
consumers to purchase original items. The best way to combat 'consumers purchase of 
pirated VCDs is through the manipulation of marketing mix such as promotion, mainly to 
change the consumers' attitude. 
Promotion can be used as a medium to combat counterfeiting activities. Promotion can be 
used to persuade consumers to buy originals. However, the critical element especially on 
the product attribute dimension should be well managed. For instance, the original producers 
should emphasise the product benefits and values. Based on the finding these criteria, 
especially values, are becoming popular among respondents' evaluation criteria of purchase 
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behaviour. Although, attitude towards piracy is not significant towards the percentage of 
purchases, in reality, some of the consumers will have a favourable attitude towards piracy. 
The more favourable are consumers toward piracy, the higher the tendency of consumers to 
purchase the counterfeit goods. This means that the consumers support piracy. If not, there 
would be no supplies in the open market. Therefore, education on Intellectual Property 
Rights and consumers awareness should be considered to combat piracy activities. Again, 
Tan Sri Muhyiddin Yassin stressed that the counterfeiting problems in Malaysia cannot be 
solved as long as the society does not have strong knowledge of the Intellectual Property 
Rights (Mingguan Malaysia, Sept 22,2002). This is especially true when Malaysians view 
the buying of counterfeit goods as just a minor law violation. 
The researchers would suggest some recommendations to re-educate consumers. This can 
be done through advertising by manipulating the Elaboration Likelihood Model (ELM) 
mainly to enforce belief, attitude and behaviour change (Blech and Blech, 2001). In part, 
marketers can use endorsements by celebrities in the advertisement, which emphasises the 
importance ofbuying the originals, and being 'real' in the society. Besides that, comparative 
advertising could also be done to point out the risks of pirated goods (social risk, physical 
risk, financial risk). The 'drama type' appeals can also be applied by stressing the 
consequences of using or buying pirated products, and emphasising that consumers can be 
caught and punished by the authorised entity. A more aggressive suggestion might be the 
implementation or introduction of a new syllabus of Intellectual Property Rights in school 
or university cumculum. This will help to increase consumer awareness towards piracy or 
counterfeiting and at least decrease the growth of piracy in the near future. However, the 
knowledge that parents do not buy pirated VCDs for home uses can be more effective. This 
will motivate their children or households to avoid using the pirated versions and this 
childhood consumer socialisation will lead to more responsible consumers in the marketplace. 
VI. LIMITATIONS AND FUTURE RESEARCH 
The research is a cross-sectional study and so only relates to a period of time. A longitudinal 
study would have to be conducted to discover changes in the factors that influence consumer 
purchase behaviour in relation to pirated VCDs. The study cannot be generalised because 
the respondents used in the study were mainly youngsters from the northern region of 
Malaysia. 
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While this study focused only on the four major factors, namely; attitude toward piracy, 
value consciousness, social influence and product attributes, future research should look at 
other factors that may influence the intention to purchase pirated goods. With such 
information, the marketer and the authorised entity can better design their strategy to combat 
the piracy activities. At the same time, suggestions on how to improve the weaknesses of 
the original labels will also be beneficial. Other than the factors that will influence the 
purchase intention, the product category itself can be manipulated or studied by researchers 
such as counterfeited automobile spare parts and home appliances which are more dangerous 
to human safety whether in the form of physical harm or financial risk. 
VII. CONCLUSION 
As a conclusion, the tasks of combating the piracy problem cannot be solely in the hands of 
the government. The success of the policy and the strategy implementation can only be 
achieved through the integration and cooperation of all individuals and groups of anti- 
counterfeiting. Marketers, NGOs, retailers, and even consumers should boycott the 
manufacture, distribution, purchase and use of pirated goods. The Government and NGOs 
should focus on combating piracy activity and not blame each other. In short, everyone has 
their roles and responsibility in eliminating and solving this problem. 
Again, the high price differential of the originals plays a major role in determining the 
number of pirated VCDs purchased by the consumers. From the consumers' point of view, 
buying the cheaper product is being a 'wise shopper' and it is value for money to them. 
Therefore, we can conclude that price is a major factor motivating consumers to purchase 
pirated VCDs. 
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APPENDIXES 
Table I: Demographic Profiles 







No. of Children 
No children 
1 to3  
4 to 6 
7 to 8 
8 and above 
Age 
Below I8 
18 to 25 
26 to 35 
36 to 45 
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Household's Income 
RM 500 and below 
RM 501 to RM 1000 
RM 1001 to RM 1500 
RM I50 1 to RM 2000 
RM 200 1 and above 
Table [I: Summary o f  Regression Analysis Result 
- - 
Dependent Independent R' Adjusted R' Standardized T Sig. F 
Variable Variables Beta 
Purchase Constant 
Percentage a. Attitude towards 
Piracy 
b. Value conscious 
c. Social influences 
d. Durability 
e. Perceived risk 
f Quality 
g. Physical Appm. 
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